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THE POWER OF MOBILE BEHAVIOR
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Mobile connects the cross-screen environment. 
67% of consumers use mobile while watching TV.

Global Web Index 
2021

HUMAN BEHAVIORS 
AUTHENTICATED



MULTICULTURAL TARGETING



Digital Ad Spending
≈ $380 billion per year

Source: eMarketer, October 2021

Connected TV Ad Spending 
($US billions per year)

The shift of ad-dollars from linear TV to CTV is expected to continue for the foreseeable future as the 

$60B+ currently spent on linear TV follows the viewers to CTV.

% of US Households with at least one 
Connected TV device

Source: Leitchman Research Group
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Please provide your feedback about this session


